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ENTERPRISE COMMUNICATION POLICY 
INDICATORS ANALYSIS AS A PART OF 
MARKETING AUDIT
Об’єктом дослідження є процес маркетингового аудиту комунікаційної політики підприємства. Теоретич-
ною основою та методичною базою даного дослідження виступають фундаментальні положення сучасного 
маркетингу, комунікаційної політики підприємства, напрацювання вчених, що стосуються теоретичних 
та прикладних засад проведення маркетингового аудиту та застосування рекламного менеджменту. 
В ході дослідження використовувались загальнонаукові та спеціальні методи, а саме: системно-функціо-
нальний підхід щодо дослідження сутності поняття «маркетинговий аудит», метод узагальнення, аналізу 
і синтезу, та монографічний метод. Запропоновано використання основних напрямків маркетингового 
аудиту комунікаційної політики підприємства, до яких треба віднести рекламу, зв’язки з громадськістю, 
стимулювання збуту, прямий маркетинг, участь у виставках, персональний продаж, спонсорську діяльність 
та інтегровані маркетингові комунікації. Доведено, що їх треба розглядати комплексно, враховуючи осо-
бливості і вплив на ефективність роботи підприємства. Маркетинговий аудит дає можливість здійснити 
порівняння різноманітних засобів комунікаційної політики і обрати найкращий варіант з урахуванням 
специфіки роботи підприємства. Завдяки цьому запропонована система маркетингових комунікацій ефек-
тивно впливає на цільову аудиторію, відповідає характеру запропонованого товару, образу компанії, дає 
можливість отримати найбільший економічний ефект та комунікативний вплив на споживачів. На відміну 
від розповсюдженого в Україні досвіду проведення маркетингового аудиту у вигляді контролінгу маркетин-
гової діяльності, у дослідженні доводиться ефективність проведення аудиту за конкретними напрямками, 
зокрема комунікаційної політики підприємства. Такий підхід неодмінно буде корисним для проведення 
незалежного контролю діяльності українських підприємств. У роботі теоретичні положення доведені до 
рівня науково-практичних рекомендацій та можуть бути використані промисловими підприємствами для 
підвищення рівня ефективності комунікаційної діяльності шляхом проведення маркетингового аудиту.
Ключові слова: маркетингова комунікаційна політика, ефективність комунікацій підприємства, мар-
кетинговий аудит, маркетингова діяльність.
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1.  Introduction
Under market conditions, the production activity of 
enterprises is one of the most important factors for the sus-
tainable growth and dynamic development of the Ukrainian 
economy. Marketing audit in this case helps to optimize the 
financial and labor resources of the enterprise. And, as it is 
known, marketing communications affect sales, competitive-
ness, the image of the entire enterprise [1, 2]. Evaluation 
of the effectiveness of communication policy is important 
for each enterprise, as it allows to identify weaknesses in 
the process of marketing communications and find ways to 
improve the effectiveness of communication policy, which 
was confirmed by prominent scientists in the works [3, 4]. 
At the same time, taking into account the numerous scien tific 
developments on marketing audit [5, 6], certain problems 
have not been adequately addressed and require further 
research. In particular, one should understand that a com-
plex and systematic evaluation of the effectiveness of the 
entire complex of marketing communications, and not of 
its individual parts, is necessary. The significance of the 
problem under study, the lack of system development to 
address it, determined the rele vance of this study. Thus, 
the object of research is the process of marketing audit 
of the communication policy of the enterprise. And the 
aim of research is the development of organizational and 
methodological provisions and practical recommendations 
on the evaluation of economic results in the framework of 
the audit of the enterprise communication policy.
2.  Methods of research
When writing the work such general scientific and 
special methods and techniques of research were use:
– theoretical generalization, analysis and synthesis – for 
the study of the categorical basis of marketing audit 
and communication policy;
– systemic and integrated approach – for the forma-
tion of marketing and communication audit;
– mathematical – to calculate the economic efficiency 
of communicative indicators of the enterprise.
3.  Research results and discussion
For the first time, a marketing audit was conducted 
in the USA in the early 1950s by BoorAllen&Hamilton. 
At the same time, the American Management Association 
has released a number of marketing audit articles. In the 
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1960s, consulting enterprises began offering marketing 
audit services. As for the first scientific definition of a mar-
keting audit, it was proposed in 1967 «A marketing audit 
is a systematic, independent and regular study of the 
environment, goals, strategies and activities of a enter-
prise in order to identify problems and opportunities, as 
well as to develop proposals for drawing up an action 
plan aimed at increasing the efficiency of the enterprise’s 
marketing» [7]. But it was not until the early 1970s that 
a marketing audit was used to rethink priorities in the 
marketing activities of an enterprise.
Many authors still offer their own interpretation of 
the marketing audit procedure. But it can be argued that 
a consensus on this issue has not yet been adopted. Each 
author offers its own methods and tools, which in most 
cases can be applied to a specific case. This can be ob-
served in Table 1.
Table 1
Definition of marketing audit methods and tools
Source Methods and tools of marketing audit
[8]
The need for application forms for marketing audit. «You can’t 
rely on the data and opinions of enterprise managers alone. 
The survey should include consumers, dealers, representatives 
of other interested groups»
[1]
It has been proven that a list of diagnostic questions should 
be used to collect marketing information. 28 checklists have 
been proposed that provide a comprehensive review of all key 
marketing audit issues. These include:
– strategy and planning;
– service and product range;
– the size of the market, its structure and future;
– sales staff and management;
– the process of the purchase;
– competitive atmosphere;
– distribution and packaging;
– pricing;
– quality in marketing
[2]
It is proposed to «find answers to a series of open questions 
about the marketing environment, strategy and operational 
activities of the enterprise»
[3]
Use a checklist to prevent the loss of important information 
contained in each question
[4] Audit is the first attempt to evaluate the effectiveness of marketing
[5]
«Marketing audit is recommended to be carried out at various 
stages with the help of separate elements of the control and 
analytical system». It includes: situational analysis, marketing 
control, marketing audit, marketing audit
So, from the data in the Table 1 it is possible to con-
clude that marketing audit is an informational tool for 
marketing planning, but at the same time this process can 
be considered marketing research and marketing consulting.
Depending on the direction of the marketing audit, 
there are:
1) marketing research;
2) market segmentation;
3) marketing strategies;
4) product policy;
5) pricing policy;
6) sales policy;
7) communication policy;
8) marketing control.
Of course, all the areas considered are very important 
for the commercial development of a enterprise, but for 
a more detailed consideration we’ll dwell on the audit of 
the enterprise’s marketing communications.
«The marketing communication policy is a set of mea-
sures that an enterprise uses to inform, remind or shape 
the consumer’s views on the product and image of the 
enterprise» [6]. The main purpose of enterprise commu-
nications is conviction of consumers to use its products. 
The implementation of the communication policy goal is 
based on the use of various campaigns by the enterprise. 
The order of managing different campaigns is the same in 
many respects, because it implies an audit, on the basis 
of which the goals of the campaign and its target audi-
ence are determined, the planning of campaign activities, 
their implementation according to the approved schedule, 
monitoring and evaluation of results [9].
Today it is possible to assume that the audit of the 
communication policy of an enterprise is one of the im-
portant components of a marketing audit, since it is con-
sidered as «the analysis and evaluation of the process of 
developing and implementing a complex of marketing com-
munications» [2]. Marketing communications include the 
organization of advertising, PR, sales promotion, measures 
of interaction with a range of target audiences. These 
audiences include consumers (customers), shareholders, 
investors, business partners, government, and the public. 
On this basis, the marketing audit of the communication 
policy of an enterprise can be considered as a means of 
identifying communication gaps between an enterprise and 
target audiences.
Such gaps include [6]:
– between the values and motivations of target audi-
ences in the understanding of the enterprise and real 
values and motives;
– cognitive dissonance;
– between the established image and evaluation pa-
rameters;
– level of customer engagement;
– emotional perception of the goods.
The effectiveness of communication depends on the 
following constituent elements: sources of advertising infor-
mation contained in advertising arguments, persuasiveness 
of arguments, emotional impact of advertising, repetition 
effect, motivation, level of knowledge, degree of arousal, 
mood, individual characteristics of the consumer. There-
fore, the main direction of the marketing audit of the 
communication policy of the enterprise is audit of the 
effectiveness of the use of such funds:
– advertising;
– public relations;
– sales promotion;
– direct marketing;
– participation in exhibitions;
– personal sale;
– sponsorship activities;
– integrated marketing communications.
Assessing the effectiveness of promotional activities it 
is necessary to distinguish between economic and com-
munication effectiveness.
The economic effectiveness of advertising is an economic 
result obtained from the use of one or several types of 
promotion. It is defined as the ratio of the profit received 
from advertising to the costs of conducting promotional 
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activities. But it should be noted that in addition to 
advertising on the profits of the enterprise has a high 
impact on the price of the goods, the availability of sub-
stitutes, the attractiveness of the location of the outlet, 
the qualifications of staff and the like. This is a com-
munication component, that is, the degree of influence 
of one or several types of promotion on the consumer. 
Therefore, the selection of the net effect of advertising 
is not an easy task. When calculating the effectiveness 
of promotional activities should be taken into account 
and its psychological impact on the person. Despite the 
close connection of these concepts, the criteria for these 
types of effectiveness differ.
To calculate the economic efficiency should include 
the following indicators [2, 6]:
1. Increase in turnover due to measures to promote:
To
Ta d P T
=
⋅ ⋅. .
,
100
where То – turnover under the influence of measures to 
promote, c. u.; Тa.d. – average daily turnover before the 
promotion, c. u./day; P – percentage increase in turnover 
from the previous period, %; T – turnover time in the 
advertising process, days.
2. Profitability of advertising:
R
P
Ca A
=
+
⋅100 %,
where P – profit received from advertising, c. u.; Сa – adver-
tising costs, c. u.; A – additional costs for promotion, c. u.
3. The economic effect of promotion:
Ee
To Tm
Cp A
=
⋅
− +( )100 ,
where Тm – trade margin, c. u.; Cp – cost of the event 
to promote, c. u.
When conducting a marketing audit, it is necessary to 
determine the communicative effect of advertising, that is, 
the actual impact of advertising on the level of consumer 
awareness of the product or of the manufacturing enterprise 
itself. Even before placing an advertisement, it is neces-
sary to obtain information on whether the consumer likes 
the product or distinguishes it from other products that 
are on the market. Only after that it is possible to take 
measurements of recognition or memorization. Methods 
for evaluating such activities are surveys, observations and 
surveys. There are such methods of preliminary evaluation 
of advertising [2]:
1. Direct evaluation. The auditor presents several alter-
native advertising options and offers to evaluate them by 
point system or rank by attractiveness. This assessment 
allows you to identify how advertising acts on the con-
sumer, the options he considers the most attractive and 
informational.
2. Portfolio verification. Consumers are shown or given 
to listen to ads as much time as they want. Then they 
are asked to remember what they have seen or heard. The 
level of memorization indicates the ability of advertising 
to remain in the memory of consumers.
3. Laboratory studies. The study is carried out with the 
help of technical means, such as a galvanometer, tachistoscope, 
an end-to-end camera, an optical scanner. With this equip-
ment, it is possible to determine the heart rate, pressure, 
eye movement when viewing ads. This check establishes 
the strength of a positive or negative consumer response.
4. Method of expert evaluations. Members of expert 
commissions score the degree of advertising perception.
1. Check for memorization. Auditors interview people 
after they have watched, heard, or read an advertisement 
in order to identify the level of memorization. It is known 
that 10 % of what is read is stored in memory, 20 % is 
heard, 30 % is seen, 70 % is seen and heard at the same 
time. After 3 hours a person forgets 30 % of what she 
heard and 28 % of what she saw, and after three days 
90 % of the information [10]. A certain level of memo-
rization shows how long an advertisement is contained 
in a person’s memory.
2. Check for recognition. During the consumer sur-
vey, the auditor is trying to determine which element 
of advertising they have seen before. The results of this 
test are used to determine the impact of advertising on 
different market segments, as well as to compare the 
enterprise’s advertising, being audited with advertising 
competitors.
With regard to assessing the effectiveness of the enter-
prise in exhibitions, the audit of this area can be carried 
out in the following financial areas:
1) rate of return on investment. This is the ratio of 
the amount of profit at the end of the exhibition to the 
amount of investment in participation in the exhibition;
2) costs for a stand visitor;
3) costs of effective contact at the exhibition;
4) costs of a new customer from the exhibition.
Getting economic results from participation in the ex-
hibition is stretched in time. Therefore, the debriefing 
should begin no earlier than 3–6 months after its comple-
tion. Evaluation of the benefits of the exhibition should 
be carried out taking into account pending demand, that 
is, long-term income, the exhibiting enterprises will be 
brought by the customers she attracted at the exhibition.
But do not forget about the factors of non-financial 
benefits that the enterprise received [11]:
1) image strengthening, brand awareness;
2) increase the social importance of the business of 
the exhibitor;
3) specialists who were found thanks to their partici-
pation in the exhibition were actively involved in solving 
industrial and technological issues;
4) expansion of international business cooperation;
5) carrying out optimization of technological processes, 
which contributes to improving the competitiveness of 
products of the exhibiting enterprise;
6) reducing the cost of production and increasing the 
profitability of production thanks to new, cheaper suppliers 
of raw materials, contracts with which were concluded 
at the exhibition.
The results of sponsorship activities in the audit of 
the communication policy of the enterprise can be carried 
out in the following areas:
– first, determining the degree of coverage of the event 
in the media, in turn, leads to the popularization of 
the enterprise’s products as a result of sponsorship of 
the incident;
– secondly, the analysis of the frequency of mention-
ing the name of the enterprise.
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Special attention is now auditors in the analysis of 
marketing and communications policy of the enterprise 
pay integrated marketing communications. That is, «all 
means of communication of an enterprise by target audi-
ences that are planned and implemented in coordination 
to obtain a synergistic effect» are considered [6]. Thus, in 
the process of marketing audit, it is necessary to determine 
the effectiveness of the promotion structure, implement 
a comparative different means of communication policy 
and choose the best option, taking into account the ca-
pabilities of the enterprise.
As part of the marketing audit of the communica-
tion policy of enterprises, it is also necessary to conduct 
a marketing audit of the enterprise site and generally use 
the Internet as an inexpensive and quick opportunity for 
delivering an advertising message to a potential consumer. 
The Internet is a switching environment, which compares 
favorably with traditional means of marketing communi-
cations, such as newspapers, magazines, radio, television, 
direct mail. It is impossible to overestimate the scope of 
online advertising. And although the network operates on 
most of the national and international markets, it can 
be argued that the advertising appeal clearly focuses on 
specific target groups of consumers. The audit covers the 
following questions:
1) analysis of the audit site of the enterprise;
2) analysis of the development strategy of website 
promotion;
3) evaluation of the competitiveness of the resource;
4) analysis of the quality of site information (copy-
writing, rewriting);
5) usability testing (usability and site navigation);
6) evaluation of the site design;
7) analysis of the current site in search engines.
According to the results of the audit, a report is drawn 
up and recommendations are given. The main recommen-
dations that can be observed after the audit of the site 
of the enterprise include [2, 12]:
1) non-standard product positioning, search engine 
optimization;
2) creating a group of sites at once for specific seg-
ments, events, etc.;
3) acquisition of external links to the site of the en-
terprise;
4) availability on the site of full information about 
the enterprise, product catalog, publication of news, offers, 
new products, special offers, etc.;
5) ensuring the presence of the enterprise both on 
common thematic portals and in professional communities;
6) use of direct marketing;
7) informing potential customers about the beginning 
and conditions of lotteries, contests, promotions, special 
positions;
8) creation of blogs and forums in order to be able 
to answer questions and comments;
9) use of multimedia;
10) constant increase of content from marketing to 
informational messages.
4.  Conclusions
It is revealed that in modern conditions without an 
effective marketing and communication policy, no en-
terprise can succeed in the market. It is shown that in 
order to identify the reasons for the low efficiency of 
enterprise communications, it is necessary to evaluate 
the possible causes that contribute to this. This can be 
done through the use of marketing audit in the enter-
prise. The result of the audit is a report and recommen-
dations for improving the communication policy of the 
enterprise.
The theoretical and methodological principles and con-
clusions presented in the study together solve an important 
practical task – the need for an audit to effectively manage 
the complex of marketing communications in industrial 
enterprises. Certainly, considering the marketing audit 
as an informational basis for making strategic, marke-
ting, including communication decisions, further process-
ing and development of its methodological foundations 
are necessary.
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